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“Conversations among the members of 

your marketplace happen whether you  

like it or not. Good marketing encourages  

the right sort of conversations.”  

– Seth Godin, Seth’s Blog 



A Day in the Life 
of Social Media 

http://www.youtube.com/watch?v=iReY3W9ZkLU&feature=youtube_gdata_player
http://www.youtube.com/watch?v=iReY3W9ZkLU&feature=youtube_gdata_player
http://www.youtube.com/watch?v=iReY3W9ZkLU&feature=youtube_gdata_player


Strategy 

1. Look, listen & sign up. 

2. Define organizational goals and key messages. 

3. Determine resources. 

4. Decide which tools are best for you. 

5. Create an action plan. 



Laws of Attraction 

1. Listen. 

2. Add value. 

3. Be real. 

4. Be respectful. 

5. Engage. 



ROI: Engagement 
Quantitative & Qualitative 

• Members ($) 

• Sponsors ($) 

• Volunteers 

• Businesses 

• Residents 

• Event attendees ($) 

• City officials ($) 



Goals 

1. Market the district and  
members in cost effective ways. 

2. Promote measurable activity on the web and 
on the streets. 

3. Encourage stakeholder engagement. 



Resources 

1. Technology Resources 
– Computers, internet 

– Smartphones, iPads, etc. 
 

2. Human Resources 
– Main Street Director 

– Support Staff 

– Volunteers 

3. Partnerships*** 
– Members/businesses 

– Organizational partners 

4. Marketing Resources 
– Posters, Flyers, Mailers 

– Advertising 

 

5. Media Resources 
– Online, print, radio, TV 

– Hyperlocal (Patch) 



Social Media Tools 



What We Use 

















Example 



Objective 

 
 
Engage our stakeholders in a simple, fun, month-long, 
viral social media promotion to broaden our reach to a 
larger segment of the City of Elgin and surrounding area 
by marketing one of our downtown’s strengths: 
 

Our Restaurants and Bars 



Concept 

• Month-long March Madness style bracket tournament  

• Pit signature menu items or drink specials from 16 
participating downtown restaurants against each other 

• Public votes for favorites in each weekly match-up 

• Winners advance to Elite Eight, Final Four and 
Championship Rounds 

• Voters subscribe to our DNN Top 10 weekly e-blast by 
providing a valid e-mail address with their votes. 



Implementation 

Setting up the 
Bracket 
 
• Each participating 

venue identifies 
signature menu  
item or drink 

 
• Tourney bracket 

created through 
random draw 



Implementation 

Pre-Promotion 
 
• Created a purposely vague 

“Teaser Trailer” video to 
generate buzz  

 
• Published to YouTube;  

cross-promoted on  
Facebook, Twitter, blog, 
website and DNN Top 10 
weekly e-blast 



Created Posters & Cards 
 
• Each venue issued a custom 

poster with their name 

 
• Each venue issued business card- 

sized promotional cards to give 
customers with checks to 
encourage additional voting and 
self-promotion 



Local Media Partnerships 
 
NEWSPAPER 
• In-kind sponsorship with local paper: 

- (3) FREE ½ page print ads 
- Online links to voting forms 

• Newspaper sold ad space within 
ads to participating venues: 

 
RADIO 
• Local radio show gave weekly air- 

time to reveal results and match-ups 
 
 



Implementation 

Downtown Madness 
Selection Show 
 
• Produced a short video  

mimicking March Madness 
Selection Show on CBS & ESPN 

 
• Published to YouTube;  

cross-promoted on 
Facebook, Twitter, blog, 
website, Top 10 e-blast and 
embedded in online voting form 



Online Voting 
 
• On-line voting form via 

Constant Contact’s survey  
tools sent to DNN Top 10 List 

• Promoted voting link in 
weekly via social media 

• Collected, validated and 
exported voting info on daily 
basis 

• Tabulated results and updated 
voting form for next round 
and repeated process 

 
 
 



Scoring Updates via Blog 
 
• Daily “scoring” updates  

via Downtown Madness 
Score Central on blog 
 

• Linked updates to  
social media 
 

 



Execution 

Building Buzz for Final  
 
• Video profiling two  

finalists to build buzz  
and bring promotion  
to a strong, 
exciting conclusion 

 
 



Post Event 

• Held trophy ceremony for 
champion Elgin Public House 
 

• Awarded $100 in downtown 
gift certificates to resident 
for correctly picking winners 
of every round’s match-up 
 

• Trophy will become a  
“Traveling Trophy” to be  
awarded to next  
Downtown Madness Champ 



Post Event 

• One-week “spin-off” promotion: 
“Crosstown Classic” pitting 
downtown madness champ against 
Elgin restaurant outside downtown 

 
• Votes collected on Facebook page 

 
• In order to vote, voters needed to  

first “Like” our page first 
 

• Week-long promotion garnered our 
an additional 150 “Likes”  



Post Event 

Downtown Madness 2012 
 
• To increase our reach, 

exploring pitting 8 downtown 
venues against 8 outside 
downtown: 
“Downtown vs. Crosstown” 

 
• Encourage venues to do more 

March Madness activities and 
events throughout promotion 

 
 
 
 



Group Exercise 

– Key Message:  
We have unique restaurants! 

– Goals: Increase awareness of existing restaurants; 
Use existing Facebook fans/restaurant patrons to 
help find new fans/patrons 

– Implementation: Week-long promotion to 
encourage loyal Facebook users and restaurant 
patrons to write reviews on Yelp  



Example 

Social Media Strategy Example:  1-week Restaurant Review Promotion 

Key Message(s): Post a review of your visit and win a $5 downtown gift certificate 

Goal(s): 100 new FB likes; 25 Yelp reviews 

Facebook: 
Market promotion tagging different restaurant pages once a day; 
encourage restaurants to do same 

Twitter: 
Cross promote FB campaign with event specific hashtags 
(#DTelginrestaurants) 

Linked In: Encourage major employers and service businesses to promote event 

Blog: Cross promote with links to our FB page & restaurant pages 

YouTube: Video interviews of key reviewers, post links to FB, etc. 

E-Blast: Cross promote with links to FB page & restaurant pages 

Website: Cross promote with links to FB page & restaurant pages 

ROI: 
FB likes, Yelp rankings, new business for restaurants; increased 
membership value 


